
Journal of Business and Retail Management Research (JBRMR), Vol. 13 Issue 3 April 2019 

 

www.jbrmr.com  A Journal of the Academy of Business and Retail Management (ABRM) 26 

 

Customer experience in the process of e-banking service recovery 
through the moderation role of customer personality 

 

Badawi 
Wiwi Hartati 

Management Department 
Universitas Muhammadiyah Cirebon, Indonesia 

 

Errie Margery 
Management Department 

STIE Professional Manajemen College Indonesia, Medan, Indonesia 
 

Pawana Nur Indah 
Agribusiness Departement 

Universitas Pembangunan Nasional “Veteran” Jatim, Indonesia 
 

Keywords 
Customer’s Prior Experience, Interactional Justice, Procedural Justice, and Customer Personality 
 
Abstract 

This research tests and analyse the influence of customer’s prior experience toward procedural justice 
and interactional justice perceived by customer toward the process of service recovery through the moderation 
role of customer personality in the e-banking service on three state-owned banks in West Java, Indonesia. The 
respondent of this research is e-banking customer in three banks (BRI, BNI, and BTN) in West Java, 
Indonesia with 300 respondents. The analysis technique that is used is Structural Equation Modeling (SEM). 
The research result proves that: (1) there is a positive and significant influence of customer’s prior experience 
toward interactional and procedural justice, (2) customer’s experience moderates the influence of customer’s 
prior experience toward interactional and procedural justice. This research result provides theoretical 
contribution toward the development model of customer’s prior experience in the process of service recovery 
on e-banking service with the moderation variable of customer personality. Besides, this research finding is 
also useful for e-banking service in Indonesia as a strategy to decide service recovery that provides sense of 
justice as the key to customer satisfaction.  
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Introduction 

The role of information technology on banking industry services is a banking system supported by 
information technology. The growing and complexity of the facility applied can provide ease of service for 
customers (Muafi., Suwitho., Purwohandoko., and Salsabil, 2017). Currenly, almost all products in the 
banking fincance industry use information technology. This has an impact on the high competition with 
various services. Banking service industry has a high level of involvement between customer and 
employee. This does not close the possibility of errors or failures in the service and efforts to meet the 
expectations of all customers (Badawi, Tjahjono & Muafi, 2017). Service failure occurs when customer’s 
expectation is not met by the company or service provider (Sholeh, 2014). No matter how good the 
services the company gives to its customers, there is still the possibility of companies making mistakes in 
meeting the expectations of customers who tend to be more demanding; and then reduce their loyalty 
(Nikbin., Ismail., & Marimuthu. 2010). Service failures generate dissatisfaction and lead to customer losses 
(Chelminski& Coulter, 2011) such as the disconnected relationship of customer with the company, brand-
switching, and negative word-of-mouth recommendation (Andreassen, 2000). Customer personality traits 
are a basis to understand a number of differences in customer behavior (Adams. 2001).Several prior 
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researches have stated that there is a relationship between personality and emotion (Gountas & Gountas, 
2007).The research result from Lin (2009); Parasuraman, Zeithaml, and Berry (1996) explains that post-
purchase satisfaction is helpful to strengthen consumer confidence and preferences toward the products 
and services that they buy and reinforce their repurchase intention (Lin, 2009). This means that consumer 
behaviour intentions are usually affected by their purchasing experience and emotional response 
(Parasuraman et al., 1996; Singh & Wilkes, 1996; Singh, 1990; Fornell & Wernerfelt, 1988).  

 Personality research in the justice research in the field of human resources and marketing has 
been researched, for example in hostile environment and neuroticism that moderate the relationship 
between the perception of justice and absenteeism (Elovainio et al., 2003). The research that is conducted 
by Aquino, Lewis, and Bradfield, (1999) in the justice perception and effectiveness has a negative 
influence on behavioural deviation. Martocchio &Judge (1995) examines the personality traits associated 
with justice in slightly different way, by knowing and explaining stable personality traits that influence 
the different ways of decision making between supervisors and employees at the level of discipline. The 
research from Lin (2009) states that personality trait is a model that influence the factor of customer’s post-
purchasing behaviour with external self-control character. It is done by showing low self-awareness and 
self-confidence, and it can be influenced by external environment such as advertising media. Whereas, 
customers with internal self-control characters tend to collect information internally and externally to find 
a difference; and they do not show reaction or desire behaviour in a sudden. Customer personality traits 
are other factors that influence post-behavioural intentions toward related products or services (Todd & 
Olver, 1997; Engel, Blackwell, & Miniard, 1993). Although the perceived justice provided by the 
organization has been shown to have consequences on behaviour, there are some variables that explain 
how personality reacts to fair treatment and injustice (Lin, 2009). The research from Shin, Casidy, and 
Mattila (2018) examined the influence of service recovery toward customers'attutude and behavior 
reaction that are different with professional service in the US The research result explains that distributive 
justice provides thehighest contribution compared to the response for apologyfrom the service provider to 
customers.  

 Customer’s previous experience continually renewed their beliefs and expectations on some form 
of service and integrated new information with prior knowledge. Woodruff, Ernest., and Roger (1983) 
states that expectations are normative based on experience of goods or products. Zeithaml et al. (1990) 
adds that there is a diverse expectation from each customer, which is formed from past experience along 
with word of mouth recommendations and advertisements about the company. Thus, recovery 
management can be considered to have an impact on customer evaluation, as customers are accustomed 
to involve their feelings or emotion in the process of service recovery, and they can be increasingly 
unsatisfied if the company’s recovery efforts fail (Bitner, Booms, and Tetreault, 1990; Berry dan 
Parasuraman, 1991). Tax et al. (1998) identifies customer’s prior experience as an important component in 
service experience, because it affects subsequent service experience and the relationship between 
customer and service provider in the future. Whereas, Clemmer and Schneider (1996) states that service 
recovery leads to the aspect of process and relationship in service recovery as well as outputs. Therefore, 
according to McDougall and Levesque (2000) what the company has done and how it is done will affect 
the customer’s perception of justice. Previous research has proved that there are substantial differences in 
personality relationship with performance result that remain unexplained (Barrick, Parks, & Mount. 2005, 
Hogan, 2003; Nikolaou & Robertson, 2001). Barrick et al. (2005), states that personality and situational 
condition will mediate the influence of personality traits toward service recovery performance. Organ 
(1990) also suggests that personality can have indirect influence toward service recovery performance 
through personality. Lewin (1951) suggests that individual behaviour is a function of the environment. 
Some researchers have focused on prior experience in the context of service recovery of information 
technology toward procedural and interactional justice that are perceived to be lacking much less 
connected to the moderation of customer’s personality; which can explain various reactions to perceived 
justice (Colquitt, Greenberg, &  Zapata-Phelan 2005: Colquitt., 2001: Lind, 2001; Van & Bos, 2001; Badawi, 
et al., 2017). This research attempts to narrow the gap in the literature of personality traits by examining 
the relationship of personality as moderation between customer, perceived procedural justice, and 
perceived interactional justice (Colquitt, Scott, Judge, & Shaw. 2006). This research is conducted in three 
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large state-owned banks in the Province of West Java, especially customers who use e-banking. This is 
because some customers still have the perception that they do not have a satisfactory channel with fair 
procedural and interactional about e-banking problems that happened to them.  
 

Literature review 
Customer’s Prior Experience and Interactional Justice on Service Recovery 

Mossberg (2007) defines that customer’s prior experience is a mixture of elements that involve 
consumer emotionally, physically, intellectually, and spiritually as a whole. Hess et al. (2003; Tax et al., 
1998; Kelley & Davis, 1994) explains about quality evaluation perceived from past service performance. 
Oh and Parks (1997) states that prior experience is the relationship between customer and business 
through the assessment of service quality comparison with the level of customer satisfaction. Interactional 
justice according to Tax et al. (1998), is a procedure that has been established in service improvement 
process. The measure that is used in this research is the basis shown by individual to the company such as 
empathy, attention to problem solving, and willingness to explain why complaints occur (Tax et al., 1998; 
Blodgett, Hill., & Tax, 1997). Interactional justice is also a part of equity in the company’s response as a 
reward and resources. Interactional justice is also related with communication aspect between company 
and customer such as politeness, honesty, and respect (Tyler & Bies, 1990; Bies & Moag, 1986).The study 
fromYuan& Wu (2008) explains that customer’s prior experience has an influence toward satisfaction and 
loyalty through emotional and functional values. Oh, Fiore, and Jeoung. (2007) adds that the four 
dimensions of experience in face and nomolical validity research can be a starting point to measure the 
concept of experience and practice in lodging (hotel) and tourism settings. Mattila and Wirtz (2006) find 
that the perceived appearance of an attractive environment can cause displeasure when it was led with 
relationship simulation between emotion and desire. Some empirical researches examines the concept of 
interactional justice in the marketing concept that describe interpersonal justice treatment contributing to 
service satisfaction (Bitner et al., 1990; Tyler, 1987), improvement of service quality evaluation, 
(Parasuraman et al., 1985), evaluation of all complaint handling, (Goodwin and Ross, 1992) and 
willingness to repurchase (Blodgett and Tax, 1993). Badawi (2012) finds that interactional justice can 
increase satisfaction over complaints handling.  
H1: Customer’s prior experience can provide a sense of procedural justice in the process of service recovery. 
 

Customer’s Prior Experience and Procedural Justice on Service Recovery  
Perceived characteristic procedure can be identified with work, evaluation, two-way 

communication, and compliance (Bauer, Morrison., & Calliste., 1998; Ryan & Chan, 1999; Truxillo, Bauer, 
& Sanchez., 2001). Some researchers have shown that service recovery is related to customer’s prior 
experience that is considered a problem (Singh, 1990; Tax et al., 1998; Tax & Brown, 1998). According to 
Tax et al. (1998) customer personality can affect justice perception in determining procedural and 
interpersonal in determining the decision. The research result from Cronin and Taylor (1994; Ostrom & 
Iacobucci., 1995) explain that customer will update or modify their satisfaction assessment after they interact 
with service providers. In every visit, customers will continually update their expectations as they combine 
with the new information they receive (Tax et al., 1998). This behaviour explains that customers’ prior 
experience will shape their expectation. Every customer has an inherent expectation through the services 
ordered and has the potential for dissatisfaction. Dissatisfaction behaviour motivates customers to complain 
about services that are not in line with their expectation. Tax et al. (1998) finds that the positive evaluation is 
a prove that three dimensions of justice are important aspects that needs to be considered, which is 
distributive, procedural, and interactional justice in the complaint handling. Binter (1990) states that if the 
customer assesses the whole of the relationship with the company or product with the provisions 
(procedures), then the prior experience can identify the component from the services provided by the 
company. 
H2: Customer’s prior experience can provide a sense of interactional justice in the process of service recovery.  
 

Moderation of Customer Personality in the Service Recovery 
Customer personality is a whole combination of feature characteristics of nature that causes 

humans to be naturally unique (Lin, 2010). Personality differences between everyone affect the individual 
behaviour in overcoming the situation and condition that are less supportive. A stable personality trait 
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can persist and easily influence people to behave consistently in different situations (Greeberg & Baron, 
2000). Furthermore, individual differences tend to be used to influence their environment. When a person 
acts to influence others either it is successful or not, the individual has used social influence on others. 
Some personality researches in justice research have recognized various personality traits and agrees that 
the traits that make up one’s personality can be organized in a hierarchy as occurs in the five major 
personality models. George and Joners (2002)placed five common personality traits starting from the top 
of the hierarchy, which are: extroversion, emotional stability, agreeableness, conscientiousness, 
andopenness to experience.Gibson, Ivancevich and Donney (1990) add that there is an influence of 
individual values in the process of service recovery strategy. The research result from Masnita (2011) 
states that service recovery is influenced by locus attribution in the type of failure and service recovery 
strategy. Khalifah (2004) also adds that the satisfaction gained by obtaining an effective failure recovery 
can be an accumulation of customer value.  
H3: Customer Personality moderates the influence of Customer’s Prior Experience toward Interactional Justice 
H4: Customer Personality moderates the influence of Customer’s Prior Experience toward Procedural Justice. 
 

Research method  
The approach of this research is a causality research, where research is done to look for explanation 

in the form of causal relationship (cause-effect) between several variables developed. The sample of this 
research is 300 respondents from customers who experience service failure and complain to the e-banking 
service provider in three state-owned banks namely Bank Branches Office of BRI, BTN, and BNI in 
Bandung Region, Cirebon, Kuningan, Indramayu, and Majalengka, West Java Province, Indonesia. This 
means that it can meet the minimum requirement of survey research that amounted to 100 respondents 
(Hair, et al, 2006; Muafi et al., 2017). The sampling technique in this research is using non-probability 
sampling, which is accidental sampling. Withdraw and dissemination of the questionnaire is done by 
giving close questionnaire to the customer directly, related to the failure of e-banking service problem in 
each region. This approach has previously been used in the previous research (Badawi, 2012; Del Río-
Lanza, et al., 2007). The measurement of variables in this research is adopting the measurement from; (1) 
Tax et al. (1998), Huang (2011) for customer experience variables (Prior Experience-PE), (2) Lind (2009) for 
customer personality variables (Customer personality- CL), and (3) Tax et al. (1998), Badawi (2012), Badawi, 
et al. (2017) for interactional justice (interactional justice -IJ) and procedural justice (Procedural justice - PJ). 
The measurement of variable is developed based on the perceptions of bank customers who experienced 
the failure of e-banking services. The scale technique that is used is Likert scale, ranging from 1 (strongly 
disagree) to 6 (strongly agree). The statistic technique is using Structural Equation Modeling (SEM) and 
AMOS 22. The validity and reliability test result are valid and reliable.  
 

Research result and discussion 
Description of respondent 

Based on the result of the data, most respondents have male gender of 198 (66%), age of 
respondents >46 years old of 127 (42,3%); occupation of respondent is self-employed, which is 123 (41%), 
education of respondents is bachelor, which is 155 (51.6%).  
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Figure 1. The Final Fit Model 
 

The Test of Goodness of fit model 
The test of structural models in general produces fit indices model. This shows that in the cut-off 

value, there are five goodness-of-fit with marginal value, which is GFI, AGFI, TLI, P-value and CFI. For 
evaluation of the goodness of fit from the structural model in Figure 1, RMSEA is used as absolute index, 
Cmin/DF, or X². This is in accordance with the suggestion proposed by Hair et al. (2006). The Root Mean 
Square Error of Approximation (RMSEA) value is 0,052 (less than 0,08), this indicates that the estimated 
model is good. Cmin/df or model X² is 1,607< 2,00 with the probability value of 0,000 indicates that the 
model is not sensitive toward the number of samples and complexity; therefore, the structural model that 
test the causal relationship between construct or variable is a good structural model (Table 2).  
 

Table 2. The Assessment of Fitness of Final Fit Model (Figure 1) 
Goodness of fit index Cut off value Model Result Information  

Cmin/df < 2,00 1,607 Fit 

RMSEA ≤ 0.08 0.052 Fit 

GFI >0.90 0.899 Moderate 

AGFI >0.90 0.880 Moderate 

TLI >0.95 0.864 Moderate 

CFI > 0.95 0.850 Moderate 

 
Table 3 explain that H1 and H2 that is proposed are accepted. In order to understand the role of 
moderation of customer personality, it can be seen on Table 4.  
 

Table 3. The Influence of Dependent and Independent Variable in Structural Model 
Influence of the Variable Standardized CR P  

Prior Experience (PE) -> Interactional Justice (IJ) 0.287 3.422 0.000* H1. Accepted  

Prior Experience (PE) -> Procedural Justice (PJ) 0.245 2.895 0.000* H2. Accepted 

*sign=alpha0.05 
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Table 4. The Influence of Dependent and Independent Variable in Structural Model by Involving 
Moderation Variable and its Interaction 

Influence of the Variable Standardized CR P  

Customer Personality (CL)* 
Prior Experience (PE) 

-> Interactional Justice 
(IJ) 

0.235 3.400 0.000 H3. 
Accepted 

Customer Personality (CL)* 
Prior Experience (PE) 

-> Procedural Justice 
(PJ)  

0.237 3.701 0.004 H4. 
Accepted 

*sign=alpha 0.05 
 
Table 4 explains that H3 and H4 are also accepted. This means that customer personality moderates 
(strengthen) the influence of prior experience toward procedural justice and interactional justice. The most 
powerful moderation from customer personality is the influence of prior experience toward procedural 
justice. 
 

Discussion 
The role of customer’s prior experience is positively influenced the interactional justice toward e-

banking service recovery. This research result is in accordance with the research result from Yuan and Wu 
(2008) which state that customer’s prior experience in marketing has an influence toward satisfaction and 
loyalty through emotional and functional values. The more positive customer experiences on service 
recovery, the greater the sense of interactional justice. Interactional justice is manifested by giving 
empathy, attention to problem solving, and the willingness of the company to give explanations for 
complaints. In addition, another aspect of interactional justice is the communication style of employees 
(especially frontline employees) and managers can recover the service failure by having experience and 
knowledge to communicate with customers (Nadiri, 2016). Similarly, a study conducted by Sholeh (2014) 
explains that prior experience has a positive influence toward interactional justice. The research result 
explains that customer’s prior experience can increase expectation of a sense of interactional justice in the 
process of service recovery.  

A good service recovery process can eliminate customer anger, motivate customer, and promote 
customer retention by satisfying its customers (Etzel & Silverman, 1981; Hart et al., 1990; Nadiri, 2016). 
This research result finds that prior experience has an influence toward perceived procedural justice. 
Procedural justice can be realized through the company’s reasonable policies, criteria, and procedures to 
provide solution for the process of service recovery (Blodgett et al., 1997). Referring to the suggestion from 
Choi & Choi (2014); Mattila, (2001) effective service recovery can be done with procedural justice based on 
the justice perception through the stages of failed service procedures and recovery processes. This 
research result also proves that the role of customer personality moderates the influence of customer’s 
prior experience toward interactional justice and procedural justice. This finding is consistent with the 
research result from Masnita (2011) which states that service recovery is influenced by locus attribution in 
the type of failure and service recovery strategy. Khalifah (2004) states that satisfaction gained by 
obtaining an effective failure recovery can be an accumulation of customer value. The empirical result 
from Sholeh (2014) shows that personality strengthen the relationship of prior experience toward 
perceived procedural justice. It is true that one’s perception of justice is not the only thing that influences 
the decision to demand justice for the service recovery. However, personality also plays a role between 
customer’s prior experiences with the perceived justice of service recovery. It is based on the finding that 
personality has a role as an overall temperament, disposition, or interpersonal characteristic (Hogan., 
Hogan, & Roberts., 1996). 

An interesting finding from this research is that customer personality strengthens the influence of 
prior experience toward procedural justice than interactional justice. This indicates that the type of 
customer personality is more expecting from prior experience in procedural justice such as procedure 
speed, procedure flexibility, procedure policy, and adequate procedure. On the other hand, without any 
moderation of personality role, customer’s prior experience is more concerned with interactional justice. 
Either it is admitted or not, service failure is something that cannot be avoided. Therefore, banks should 
try to do their best to eliminate or minimize the occurrence of service failure where there is an intense 
competition. It is important for banks manager to monitor the service quality provided, train employees 
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regularly to provide a better service, and set up a work standard. This may be some of the actions that can 
be accepted and used by the management to reduce failures, especially on procedural and interactional 
justice. Managers should treat their customers as individuals and find solutions that customers want.  
 

Conclusion 
This research result proves that customer’s prior experience can improve interactional and 

procedural justice in the e-banking service recovery in West Java, Indonesia. This research result also 
proves that the role of customer personality strengthens the influence of customer’s prior experience 
toward interactional justice and procedural justice. The implication of this research is in order to respond 
to the development of highly competitive market, and the determinant factors of the competition are done 
by establishing and maintaining good relationships with customers (Chidambaram & Ramachandra, 
2012). The effective service recovery efforts from banks have a quite positive effect on the prior experience 
on interactional and procedural justice relationship as problem-solving solutions to service failures 
(Makdessian, 2004). Through an effective service recovery, managers are not only reducing the number of 
dissatisfied customers, but also increasing the number of satisfied customers, which will lead to the 
improvement of service performance and positive WOM communication.  

This research result also proves that customer personality can strengthen the influence of prior 
experience toward perceived interactional and procedural justice. This could provide a suggestion for the 
bank that customer personality is important to be studied and managed properly as bank recovery 
strategy, and it is expected to have positive post-purchase behavior as a result (Nadir 2016). Service 
recovery in bank financial services is an important function of service delivery strategy. It is known that 
this sector is related with investment and public capital. With the existence of advanced technologies such 
as e-banking, mobile banking, and ATM services, the number of service failure can increase, and service 
recovery plays an important role in bank financial services. This research result shows that customer 
personality can moderate customer’s prior experience toward interactional and procedural justice. This 
research result provides a picture that customer’s prior experience can be used as a reference in evaluating 
each service offered to customers. In addition, the role of customer personality is important to encourage 
customer’s prior experience to provide justice to the process of service recovery (Li, 2011), especially for 
banking service industry, because it is very vulnerable to service failure (Chebat et al., 2010). Therefore, it 
is important for e-banking service manager to develop appropriate strategies that will lead to an effective 
service recover that will be felt fairly among customers.  
 

Research Limitation and Future Research 
Further research is required to integrate the finding into the theory, since the finding application is 

limited by the scope and other factors that can limit the generalization and instruction for further research. 
First: using the data from one ATM complaint in e-banking to test the framework using the sample from 
the same population. Second: banking service industries are chosen for empirical studies. Therefore, it is 
impossible to say that this research result can be generalized for all service sectors. Third: cross section 
survey in service failure experience bring out a biased and inaccurate memory (Awa, et al, 2016), so it 
requires a specific stages of customers' prior experience as an alternative for further studies. Further 
studies can also test similar model that include commitment that reflects service recovery effectiveness. 
This research model can be tested in other services sector to analyze customers' perceived justice and 
customers' intention that vary in the service sectors. This research does not use in-depth interview and 
scenario-based experience to analyze the causal relationship.   
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